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MISSION SELECTION 

Subject Of Interest 
Evaluate Two-Way Portable Radio Concepts 
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Create/Evaluate Complete Two-Way Portable Radio Concepts 

Help 
OProvide Instructions 
Check here if you 
want detailed instructions 
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F.G. 1 
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Mission: Create/Evaluate Complete Two-Way Portable Radio Concepts 

Select Mission 

Prioritize Review 
Desired Predictive 
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Options Options 

Improve Option 

FIG. 2 
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GETTING staRTED tal 
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not important at all, how important is it to you that. 
End Users 1-Importance Rafinq- 10 
are satisfied by the final solution importancert 
Decision Makers 
are satisfied by the final solution 4K II D 
Stakeholders 
are satisfied by the final solution 
Manufacturing Personnel 
are satisfied by the final solution to 
XUse Default Values 
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WHATS IMPORTANT - SORTED REQUIREMENTS Ya 
The list below consists of all of the requirements. They are 

listed in order of importance of consideration. 

Minimize device downtine 
Enable communications from difficult transmission areas 
Prevent its unauthorized use 
Continue to operate in the event of a system power 
Maintain a charge for a full day of activity 

6 Allow the transmission of an emergency signal under 
Ensure the transmission are secure from unauthorized 

8 withstand the abuse of everyday use 

Reduce number of receptions that can be 
understood by unintended recipients 

Reduce time/steps/force to trigger an 
emergency request 

F.G. 6 
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METRICDEscRIPTION Ya 
Predictive Metric 
increase percent of time the device can access the desired receiver (difficult) 

Metric Description 

FIG. 7 
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H Current Situation, No Changes This option assumes you will make no 
Option 1 changes in your current situation. If 
Option 2 you set this option as your baseline 
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Compare the alternative options to 
what you already have. 6 

8 
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FIG. 8 
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SETTING THE BASELINE FOR COMPARISON Ya 

A basis for comparison is required. Identify the option against which all 
others will be compared. You should select the option you expect will 
best satisfy your requirements. Upon Completion you will be ready to 
evaluate your options. 

Current Situation, No Changes 

What percent of the Predictive Metrics do 50 () 
you want to use to evaluate your Options? V 

Option Under Evaluation 
Option 1 
Baseline Option 
Current Situation, No Changes 

is the option under evaluation better, worse or the same 
as the baseline option at ensuring you... 

ncrease percent o 
the desired receiver (difficult trans) 
Reduce number of receptions that can be 
understood by unintended recipients 
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RESULTS OF EVALUATION / 
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1 Option 1 
Option 2 

Refine Options 

FIG 11 

72 

IMPROVE YOUR OPTIONS / Ya 
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FIG. 12 
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Detailed System Level Logic For The Creation And Optimization Of Solutions And Strategies 

722 Memory and CPU Data Storage - Computer 
Display to Present and Device With Interface or 

726 Process Data Software Program input Device 
72? 

List of subjects of interest /(24 7-2 
and specific missions. 27 

v. 722 
List of customer sets for each mission. 

22 

List of desired outcomes for 
each customer set, by mission. 

27 
List of desired outcomes quantified for 
importance for segments within each 

24 customer set, by mission. 

List of predictive metrics for 
23 each customer set, by mission. 

atrices of relationships between predictive 
a metrics and desired outcomes for each 

customer set by mission, 
FIG. 15 

Mechanism for subject of interest, 
mission, customer sets, target segment 

and prioritization algorithm. 
22 

Mechanism for rating the importance and 
satisfaction of the desired outcomes. 

27 

Mechanism for reviewing inputs/selections. Mechanism for improving a solution. 

22 56 22 
Mechanism for automatically prioritizing the 
predictive metrics given the users inputs. Mechanism for inventing 

a new solution. 
72 
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Mechanism for documenting an 
implementation plan for 
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COMPUTER BASED PROCESS FOR 
STRATEGY EVALUATION AND 

OPTIMIZATION BASED ON CUSTOMER 
DESIRED OUTCOMES AND PREDICTIVE 

METRICS 

This application is a continuation of U.S. patent appli 
cation Ser. No. 08/716,948, filed Sep. 20, 1996 now U.S. 
Pat. No. 5,963,910. 

BACKGROUND OF THE INVENTION 

1. Field of the Invention 

The present invention relates generally to computer based 
data management Systems, and more particularly, to a com 
puter based data integration and management processing 
System and method for evaluating and optimizing personal 
and busineSS Strategies. 
The invention described herein discloses technology that 

enables individuals and businesses to evolve their decision 
making capabilities far beyond their current capacity. The 
present invention expands an individual’s capacity to pro 
ceSS and apply thousands of pertinent facts when making 
complex personal and business decisions. The present 
invention comprises a user-friendly computer program prod 
uct that enables a user to analyze complex situations, objec 
tively evaluate alternative Solutions, and create and optimize 
personal or busineSS Strategies. The Software is processor 
operated on a compatible computer System. 

The computer program product of the instant invention 
allows the user to choose from a variety of missions. A 
mission is a particular task, project, or decision which an 
individual, employee, or business is contemplating. Upon 
Selection of a specific mission, the data, including Statements 
that define the criteria for creating value are retrieved from 
a database along with other pertinent facts that are critical to 
objective decision making. The user is then led through a 
process that enables the development of Solutions and Strat 
egies that deliver many times more value than could nor 
mally be achieved. 
The computer program product of the present invention is 

designed as two Separate modules; one for data input and the 
other as a fixed application shell. By loading mission Spe 
cific data into the input module,the application shell can 
instantly become a different software product for different 
users, markets, or industries. This flexibility enables new 
Software products to be developed quickly and at minimal 
expense. The data that is manipulated by the Software 
invention is compiled and comprises the collection, 
prioritization, analysis, and structuring of thousands of facts 
related to those individuals involved in, or affected by, the 
mission that is being contemplated. These “customers' may 
be an end user of a product, a manufacturer, a manager, or 
one's Self when making personal decisions, to name a few. 
The facts are collected in advance and structured for each 
Specific mission, loaded into the computer, or processor 
means, Stored in predetermined memory locations, and 
processed by the Software. The memory locations comprise 
a plurality of identifiable data Storage array locations that are 
indexed by the processor and the Software of the invention 
to pull requested or required data to assist the user in 
evaluating and optimizing their decisions for an unlimited 
number of missions. Accordingly, the applications of this 
invention are numerous. For example, by integrating mis 
Sion Specific data into the fixed application shell, the com 
puter program product of the present invention can be 
adapted to: (1) provide individuals with the ability to create, 
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2 
evaluate, and optimize many personal Strategies including 
career, education, relocation, relationship, philosophy of life 
and personal growth Strategies; (2) provide organizations of 
all sizes with the ability to evolve generic, time-to-market 
processes Such as product development, manufacturing, and 
other value-added processes Such as planning, distribution, 
training and Support; and (3) provide individuals and orga 
nizations of all sizes with the ability to create, evaluate, and 
optimize their proprietary Strategies, Such as energy genera 
tion and Storage technologies, innovative thinking, two-way 
communications, new busineSS evaluation, ergonomics and 
others. 

2. Description of the Prior Art 
When making complex personal and business decisions, 

individuals attempt to find the one solution that will enable 
them to optimally achieve their desired outcomes. This 
process is often referred to as a decision making, planning 
or Strategic planning process. The resulting Solution, or plan 
of action, is often referred to as a Strategy. For purposes of 
this disclosure, Strategy shall be defined as the means by 
which a business or individual achieves a set of desired 
OutCOmeS. 

A Set of desired outcomes includes all the outcomes that 
are desired by those involved in, or affected by, a potential 
decision, plan or Strategy. A complete Set usually includes up 
to 150 unique outcomes. Each desired outcome is defined in 
a Statement that includes what is desired, why it is desired 
and what must be done to insure the outcome is achieved. A 
desired outcome is a unique Statement in that it is free from 
Solutions and Specifications, free from vague words, and the 
statement itself is valid and stable over time. Desired 
outcomes, however, are difficult to capture as people tend to 
talk about solutions. Solutions are the mechanism by which 
desired outcomes are achieved. A “good” Solution will 
Satisfy Several preferred desired outcomes. AS an example, 
a product developer's desired outcomes may include reduc 
ing the time to complete the product development cycle and 
insuring all design modifications are documented. One Solu 
tion could be to invest in a CAD-CAM system, but other 
Solutions are available. 

When creating a plan or Strategy there often exist dozens, 
or even hundreds, of potential Solutions. The goal in devel 
oping a plan or Strategy is to find the Single Solution that 
Satisfies most of the desired outcomes. The optimal Solution 
will also be the one that can be executed with the least 
amount of effort, cost, and risk. 
To find or create the optimal Solution for a given Strategic 

Situation, an individual must have the capability to know, 
remember, proceSS and apply thousands of pertinent facts. 
Individuals and businesses can evolve their decision making 
capabilities far beyond their current capacity by applying the 
invention described herein. 
Many individuals and businesses currently involved in 

decision making, planning and Strategic planning activities 
are faced with unavoidable obstacles to Successful decision 
making. These obstacles to Success can be Summarized as 
follows: 

1. Individuals and businesses are often unaware of all the 
people or entities that must be considered to Success 
fully create and execute a personal or busineSS Strategy. 
Important individuals, groups of individuals, or cus 
tomers are Sometimes overlooked, or under estimated, 
in the planning process. This oversight can cause the 
rejection or failure of a Strategy; 

2. Individuals and busineSS are rarely aware of all the 
desired outcomes (typically totaling up to 150) that 
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should be considered when making Strategic decisions. 
In most cases less than 15 percent of the desired 
outcomes are known and many desired outcomes are 
poorly defined. It then follows that in most situations, 
the Selected Strategy could, at best, Satisfy only up to 15 
percent of the desired outcomes, 

. Areas of opportunity cannot be accurately determined 
without knowing which desired outcomes are most 
important and least Satisfied. An inability to capture 
desired outcomes is one obstacle that makes the dis 
covery of opportunity difficult. Without this 
information, individuals and businesses are unlikely to 
know where to focus their effort for maximum value 
creation. They may, therefore, apply their resources to 
activities that will produce little or no value; 

. Individuals and businesses are usually unaware of the 
impact that Satisfying one desired outcome would have 
on the Satisfaction of other desired outcomes. Imple 
menting a Solution to Satisfy one desired outcome could 
negatively impact one or Several other more important 
desired outcomes. Conversely, a Solution that may 
Satisfy one desired outcome could positively impact 
Several other important desired outcomes. Unless all 
the desired outcomes and their inter-relationships are 
known, an individual’s ability to discover or create the 
optimal Solution is inhibited; 

. Individuals and businesses usually evaluate only a 
handful of potential solutions. It is often the case that 
dozens or even hundreds of other potential Solutions 
exist, but they are never evaluated. It usually takes too 
much time to uncover and evaluate all possible Solu 
tions. The optimal solution is often left undiscovered. 

. Individuals often try to determine, in their head, which 
of the proposed solutions would best satisfy all the 
desired outcomes. There are limitations to a human 
mind, and it is apparent that it would be near impossible 
for an individual to accurately define the optimal Solu 
tion given that there are potentially hundreds of Solu 
tions and up to 150 desired outcomes for any given 
Strategic Situation. There are just too many constants 
and variables. For example, to Solve a simultaneous 
equation in algebra, Such as y=3 and y =X+1, there are 
two variables given, X and y. Most people cannot Solve 
this relatively simple equation in their head. In most 
Strategic Situations, however, there are often over a 
hundred solutions (variables) and up to 150 desired 
outcomes (constants) that must be considered in order 
to effectively solve the equation. Thus, the probability 
of an individual optimally Solving this complex equa 
tion in their head is near Zero. Despite this fact, 
businesses and individuals often rely on their internal 
decision making abilities to determine which Solution 
will best Solve a complex Strategic equation; 

. Individual and busineSS Strategies are often decided on 
gut feel, intuition, opinion, eXperience, emotion, 
history, or Some other Subjective criteria. Moreover, 
individuals in an organization often use different crite 
ria to evaluate the same alternative Solutions. The 
Solutions are often discussed, argued, negotiated, and 
eventually compromised to the point where commit 
ment is lacking and implementation is slow. Using 
Subjective or inappropriate criteria to evaluate alterna 
tive Solutions often produces unpredictable and leSS 
than desirable results; 

. Individuals and businesses often lack the ability to 
quantify the value that one proposed Solution has over 
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4 
another. Since the evaluation criteria is often undefined, 
not agreed to, or unprioritized, it is difficult to ascertain 
the amount of value that one Solution has over another. 
This lack of information makes it difficult to reach a 
conclusion or gain consensus on any Solution; 

9. Individuals and businesses often stop short of defining 
the optimal Solution because they are unaware of the 
criteria that defines the optimal solution. Without hav 
ing access to that criteria, an individual is likely to 
focus on areas of the mission that they find easy to 
address or personally interesting. Using this approach 
often misdirects the application of Scarce resources and 
may not produce the desired result, 

10. Individuals and businesses will often prototype, 
develop, or implement a Solution to assess its potential 
value. Prototyping a Solution often requires spending 
thousands or millions of dollars in advance of knowing 
whether or not the solution will be successful. Imple 
menting a Solution to test its value may drive a de facto 
Strategy that could be difficult to change. If the potential 
value of a Solution could be determined in advance of 
its development, much time and money could be saved; 
and 

11. Individuals and businesses will often focus on Specific 
parts or elements of a mission rather than focusing on 
optimizing all the elements within a given mission. 
Thus, one specific area is improved while negatively 
impacting other areas. The overall effect may be unde 
sirable. 

It should also be noted that individuals and organizations 
often choose Strategies that have worked for Someone else. 
This approach is Seldom Successful as it ignores the desired 
outcomes that make that specific situation unique. The 
optimal Strategy for a specific Strategic Situation is rarely a 
generic Strategy as it is unlikely that the individuals 
involved, and their desired outcomes, are the Same in any 
two Strategic Situations. 
AS the limitation of the human mind is well recognized, 

there is found in the prior art a number of methods and 
Systems for designing, planning, manufacturing and evalu 
ating the development of goods and Services. However, none 
of these addresses nor Solves the problems noted above. 

For example, U.S. Pat. No. 5,041,972 issued to Frost and 
entitled “Method of Measuring and Evaluating Consumer 
Response for the Development of Consumer Products”, 
discloses a method for evaluating consumer response and 
relates to methods for performing market research which 
involve measuring and evaluating the responses of consum 
erS or of the relevant audience to consumer products which 
are to be marketed or presented to the audience, the mem 
bers of which are in a position to choose between the items. 
The object of such methods is to determine how members of 
the audience will react to the introduction of new products 
to the market or to changes in the characteristics of an 
existing product. Marketing Strategies can then be based 
upon the data obtained therefrom. 

U.S. Pat. No. 5,111,392 issued to Malin and entitled 
“Design System for Creating Furniture Layouts' discloses a 
process for designing an arrangement of furniture pieces 
from a predetermined system of furniture. Malin essentially 
teaches an automated approach to speed up the creation of 
implementable office furniture layouts. 

U.S. Pat. No. 5,297,054 issued to Kienzel et al., discloses 
an expert System for automatically generating gear designs. 
Kienzel et al., teach an automotive generated gear design 
process which designs parallel axis gear Sets to meet con 
Straints and performance goals. The process generates mul 
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tiple designs by choosing a design approach based on 
performance goals and using the approach to determine 
which Standard gear and gear Set design equations to apply 
to generic gear and gear Set models. The process then 
chooses the “best design to meet performance criteria and 
design constraints. Agear designer Supplies design goals and 
constraints. Based on the gear designer's choice of input and 
design approach, an equation Sequencer applies Standard 
gear design equations to generic gear Set models by com 
bining hundreds of equations to calculate gear parameters. 
The goals, constraints, design approach, and Sequenced 
equations are distilled into an automatically generated pro 
gram used to generate, Sort and evaluate designs. As a result, 
hundreds of designs can be Sorted and compared both 
graphically and numerically. 

U.S. Pat. No. 5,416,694, issued to Parrish et al., teaches 
a computer based data integration and management proceSS 
for work force planning and occupational free adjustment. 
Parrish teaches a System and method using a number of 
databases that are either created internally or are imported 
from existing databases. These databases are manipulated by 
the invention or skill matching analysis based on a rigorous 
behavioral skill analysis of target occupations, using one or 
more predetermined analysis metrics and an examination of 
individual skills using metrics with similar behavioral 
attributes. 
A theory of product quality enhancement utilizing matrix 

analysis is loosely referred to as Quality Function Deploy 
ment (QFD). However, the prior art has not refined QFD 
theory into a workable System for widespread use in Stra 
tegic planning and evaluation. As a result, the application of 
QFD is limited and has not gained wide commercial accep 
tance as a tool for Strategic evaluation. 
None of the foregoing references provide a readily adapt 

able computer based data integration and management pro 
cessing System and method for evaluating and optimizing 
personal and busineSS Strategies. 

Consequently, the present invention is directed to over 
coming the disadvantages and shortcomings of the prior art 
by providing a readily adaptable computer based data inte 
gration and management processing System and method for 
evaluating and optimizing personal and business Strategies 
using matrix analysis. 

SUMMARY OF THE INVENTION 

In accordance with the foregoing, the instant invention 
provides a computer based System and Software package that 
receives, Stores, and manipulates customer related data to 
enable individuals and businesses to evolve and optimize 
their decision making ability far beyond their current capac 
ity by taking into account Substantially all relevant variables 
and concerns that can affect a decision. 
The invention described herein provides individuals and 

businesses with the ability to evolve decision making far 
beyond current capacity by taking into account more vari 
ables than ever before and processing them more efficiently. 
Value can be determined or created by individuals and 
businesses at an accelerated rate utilizing the present inven 
tion. Consequently, this invention is defined as technology 
for accelerated growth. 

The instant invention overcomes the disadvantages exist 
ing in the prior art methods of Strategy evaluation and 
decision optimization by providing a computer based System 
and menu-driven Software that processes and extracts pre 
loaded or user loaded data in accordance with user Specific 
inputs. The Software is designed for generic use, Such as 
Spread sheets or word processing Software, but is tailored for 
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6 
making the best decision based on objective Standards. The 
Strategy evaluation and optimization of the instant invention 
eliminates many inefficiencies and limitations of prior deci 
Sion making methods. 
The invention disclosed herein improves upon back 

ground methods addressing the following objectives: 
1. For each mission that a user may Select, all the 

individuals, groups of individuals or customers that must be 
considered in order to achieve that mission are identified in 
advance, and presented to the user. The user is given the 
option of weighting the importance that each individual, 
group, or customer playS in determining the optimal Strate 
gic Solution. This feature insures that all those individuals 
and/or groups that are involved in, or affected by, the 
mission, or decision, are considered when evaluating mis 
Sion Specific Strategies. 

2. Desired outcomes for each of those individuals or 
groups are captured in advance using advanced market 
research techniques. This data is loaded and Stored by the 
invention and presented to the user as part of the computer 
program product of the present invention. This information 
describes all the outcomes that the optimal Solution would 
achieve. In Such a format the user is able to consider up to 
150, or more, unique desired outcomes for each mission. 
Specifically, all the desired outcomes are captured and 
documented, in advance, from the appropriate individuals 
using neurolinguistic programming ("NLP) techniques. 
Individuals are interviewed by researchers to obtain and 
document desired outcomes. The desired outcomes are cap 
tured in the necessary format for Storage as computer data to 
enable the Successful application of the invention. Upon 
Selection of a mission, all of the associated mission specific 
desired outcomes are retrieved and made available to the 
user for weighting and consideration. 

3. The relative importance and Satisfaction levels of each 
of Said desired outcomes are quantified by a large group of 
individuals in advance using Statistically valid market 
research methods. This data is also presented to the user as 
part of the invention described herein. For example, while 
the qualitative aspects of gathering desired outcomes may 
involve between 30 and 60 individuals, the quantitative 
aspects may involve between 180 to 270 individuals. The 
number of people involved in the qualitative and quantita 
tive aspects varies depending on the Subject matter. Since the 
data is available for many target markets and populations, 
the user is given the option of Selecting specific target 
Segments of interest from a menu of options that makes the 
data available. Upon Selection, the appropriate quantified 
data is retrieved and made available to the user. The present 
invention Structures data Such that areas of opportunity can 
easily be accessed by the user. 

4. Advanced research establishes unique parameters that 
predict that the desired outcomes will be achieved. These 
parameters, called predictive metricS or predictive SucceSS 
factors, can be measured and controlled in the design of the 
solution. They predict with certainty that the desired out 
comes will be achieved. One predictive metric exists for 
each desired outcome, however, each predictive metric may 
positively or negatively affect other desired outcomes. The 
effect of predictive metrics on each desired outcome is 
quantified by assigning values, or weights, to each and 
performing matrix analysis via the Software. Accordingly, 
the relationship of each metric to each desired outcome is 
quantified in terms of the degree with the highest certainty 
to which each predictive metric predicts each desired out 
come will be achieved, and the quantified data is Stored as 
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computerized data for presentation to the user. This format 
enables the user to focus on the relatively few metrics that 
predict the delivery of a disproportionate share of value. For 
example, it is often the case that 30% of the metrics predict 
the delivery of over 70% of the value by predicting the 
Satisfaction of one or more certain Significant desired out 
comes. As a one hundred (100) point Scale is preferably 
employed, a 100 percent return value is always desired when 
making a decision. 
The inter-relationships of all the desired outcomes and the 

predictive metrics are analyzed in advance, and are pre 
Sented to the user as part of the invention. This analysis is 
included to insure that the user is focusing on the areas that 
will generate the most value while optimizing critical factors 
Such as resources, time and cost. The Software of the 
invention facilitates roughly eight thousand (8,000) inter 
relationship decisions for each Specific mission. These deci 
Sions are re-evaluated and applied automatically, based on 
the mission, customer weighting and target Segments that the 
user Selects from the menu. The calculations depend on 
assigned values and computer processing using matrix 
analysis. 

5. The user is presented with the criteria by which they 
may evaluate all potential Solutions to achieve the desired 
outcomes. The criteria are in the form of the predictive 
metrics and are presented to the user in priority value order 
given the mission, customer weighting and target segment(s) 
that has been Selected. The priority changes, automatically, 
as the user Selects and changes the mission, customer 
weighting, or target Segment. Since all the criteria are 
presented to the user as part of the invention, the user can 
evaluate the potential of alternative Solutions in minimal 
time, e.g., less than twenty (20) minutes. The speed by which 
Solutions can be evaluated enables the user to test more 
Solutions and increases the users chances of finding the 
optimal Solution. 

6. The invention provides a disciplined method of evalu 
ating the potential value of many possible Solutions by 
allowing the user to Simultaneously consider all the elements 
of the complex Strategic equation. The invention Systemati 
cally and intentionally Separates the desired outcomes from 
Solutions. This discipline, which is a critical element of a 
decision making, planning or Strategic planning process, is 
enforced by the invention. At the appropriate time the user 
is guided to evaluate which desired outcomes would be 
improved by a specific Solution. The magnitude of the 
improvement can also be recorded. This discipline allows 
the user to Systematically Solve a complex Simultaneous 
equation, having many constants and variables, with mini 
mal confusion and ambiguity. 

7. As part of the invention the user is presented with 
objective information and Software to process that informa 
tion. Presenting the user with predetermined facts and values 
to make decisions eliminates decisions being made by 
Subjective criteria, Such as gut feel, intuition, or Self-serving 
motivations, which can negatively impact the result. Deci 
Sions that were once made Subjectively can now be made 
objectively and logically. It is for this reason that Solutions 
derived using this invention can deliver many more times 
the value to the target customer Segments than those Solu 
tions derived using traditional methods. 

8. The user is presented with a means by which to quantify 
the potential value of each alternative Solution. This quan 
titative value is tied to Statistically valid market research 
which is Stored in one or more databases. Potential Solutions 
are evaluated for their ability to satisfy 100% of the desired 
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8 
outcomes. The score may range from -100% to +100%. It 
is possible that a potential Solution could negatively impact 
100% of the desired outcomes, in which case the Solution 
would receive a score of -100%. The Solutions can be 
evaluated against each other or Some other baseline for 
comparison. The baseline can be changed by the user at any 
time. Hundreds of comparisons can be made. The user can 
use this data to reach conclusions and gain a consensus on 
the value that a potential Solution may deliver. 

9. The invention as described herein provides an interac 
tive approach that presents the user with weaknesses and 
Strengths that exist in any Solution. The user is guided 
toward Solutions that overcome specific weaknesses and 
allows them to integrate and combine the positive elements 
of that Solution into an optimal Solution. Using this iterative 
approach enables the user to create value producing Solu 
tions that may not have been previously considered. This 
focusing technology directs the user's attention and intellect 
to the Specific parameters that must be improved in order to 
enhance the Solution. The time the user may have wasted on 
Solutions less likely to deliver value to the target customers 
is minimized and focus is maintained on important, 
objective, and measured parameters. 

10. The invention provides the user with a process to 
quantify the value of each proposed Solution prior to incur 
ring any costs or taking any action and often eliminating the 
need to create a prototype. Since the value of a potential 
Solution can be determined in advance of its actual devel 
opment or implementation, the user Saves much time, effort, 
and money. For example, an individual may avoid spending 
years pursuing an undesirable career which in the past would 
have been chosen using the wrong criteria and which would 
not have chosen if it was determined in advance that Such a 
career choice would not achieve their desired outcomes. 
Likewise, a busineSS could Save millions of dollars by 
pursuing activities that are proven to create value in advance 
of their development. 

11. The invention described herein insures the user is 
focused on the whole mission and prevents the user from 
improving on a specific area while negatively impacting 
other areas. This discipline forces the user to apply resources 
and intellect to the areas that will create the optimal Solution. 

Accordingly, the technology described herein is targeted 
to improve the decision making, planning and Strategic 
planning capabilities of individuals and businesses. With 
this invention, individuals can use desired outcomes, pre 
dictive metrics, matrix analysis and the power of a computer 
to assist them in Solving complex Strategic equations. It 
enhances an individuals capacity to know, remember, pro 
ceSS and apply thousands of pertinent facts when making 
complex personal and business decisions. In addition, it 
provides individuals with objective criteria and the insight 
required to discover new Solutions and the optimal Strategy. 
The Structure of the invention comprises a computer 

System comprising Software readable on a compatible com 
puter System, wherein the invention may also include a 
processor, memory, and user interface. The computer based 
process for Strategy optimization of the present invention 
provides a means for evaluating and optimizing personal and 
busineSS Strategies that is adaptable to any specified appli 
cation. The proceSS includes the use of a processor readable 
medium of instructions, i.e., Software, comprising data Sub 
routines which analyze the relationship between Sets of data 
and determinative factors, including desired outcome and 
predictive metrics, which have been formulated, depending 
on the Specific application, to identify those factors which 
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yield an optimal Solution. With the computer program 
described herein, individuals can use desired outcomes, 
predictive metrics, matrix analysis and the power of a 
computer to assist in Solving complex Strategic equations. 

The present invention relates to Systematically accelerat 
ing the evolution of a proceSS or Satisfying a set of desired 
outcomes. A process is a Series of activities or events that 
produce a desired result, which may comprise a plurality of 
desired outcomes. All Strategies, products or Services as well 
as other Solutions are designed to improve or enable a 
process. Within any given process there exists a finite 
number of desired outcomes which define the benefits that 
individuals would realize given the Successful execution of 
the process. The means by which desired outcomes are 
Satisfied will change over time as new Solutions are created 
to improve a given process. Accordingly, all Strategies, 
products and Services are actually Solutions that are designed 
to Satisfy the desired outcomes of a given process. 

For any known process, all the desired outcomes that will 
ever exist, exist today, and new desired outcomes will evolve 
only as new processes evolve. All individuals involved in a 
given proceSS share a common Set of desired outcomes. 
What differs from one individual to another is the impor 
tance they place on each desired outcome, and the degree to 
which they perceive each outcome is Satisfied with respect 
to a given process. This importance is quantified by the user 
whereby the user assigns weighted values to particular 
desired outcomes and customers. Therefore, opportunity can 
be uncovered by quantifying which desired outcomes are 
most important and least Satisfied to an individual, a group 
of individuals with common interests, or the population in 
general. Value is created by improving an individuals/ 
group's perceived level of Satisfaction on one or more 
desired outcomes based on particular Solutions. A core 
concept of the present invention is that the value of a 
proposed Solution can accurately be determined in advance 
of its development or actual implementation. 
To arrive at a Solution, the instant invention processes 

qualitative and quantitative research in accordance with a 
user's input. Obtaining the qualitative data that is Stored as 
part of the invention involves conducting Statistically valid 
qualitative research for identifying those characteristics a 
particular market considers a benefit or of value. Qualitative 
research involves market research conducted in order to 
obtain data (e.g. desired outcomes) on a Subject of interest. 
It typically involves interviews with groups or individuals, 
and is conducted to uncover a particular customer's desired 
outcomes in connection with the Subject of interest. The data 
from the qualitative research is preloaded and included with 
the invention. The qualitative research establishes desired 
outcomes relating to the particular application (e.g. product 
development) perceived as valuable by a particular market 
Segment; hence, the term “desired outcomes is used herein 
to describe what is valued by a specific customer Segment. 
A desired outcome is a benefit of value to a particular 
customer. It is what the customer requires to obtain Satis 
faction. It is a Statement that defines what the customer 
wants, why they want it, and how they perceive its Satis 
faction. A desired outcome is free from Solutions or Speci 
fications. It is free from vague words Such as “easy' or 
“comfortable,” and is stable over time. The present inven 
tion contemplates the identification of a finite Set of desired 
outcomes for a given application through Statistically proven 
market research. These desired outcomes are displayed on a 
Visual Screen based on the user's Selected mission. Values 
may be preassigned to the desired outcomes to weight their 
importance, or may be assigned via user inputs. These values 
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10 
may be changed. Values may be based on weighted impor 
tance assigned to customers. It is important to note that 
while the preferred embodiment includes the use of desired 
outcomes, the invention contemplates the use of any data 
which indicates what a given market Segment values. 

The methods used for gathering desired outcomes are 
based on neurolinguistic programming (NLP). This proven 
approach captures what customers value and overcomes 
many of the difficulties associated with traditional methods 
of gathering desired outcomes. 

Specifically, for each Specific mission identified for evalu 
ation and optimization, research is conducted and informa 
tion is gathered. In the commercial embodiment, the 
research involves identifying and gathering data acroSS both 
external and internal customer Sets. An "external' customer 
Set may comprise an individual or group of individuals that 
will benefit from the evolution of the process. An “internal” 
customer Set may comprise an individual or group of indi 
viduals involved in the business of evolving the process. For 
example, external customer Sets for a given product or 
Service are identified and interviewed (e.g., end users in the 
U.S. market, end users in the European market, etc.) In this 
manner, desired outcomes are determined for each external 
customer Segment. Internal customersets are identified (e.g., 
distributors, manufacturers, etc.) and research is gathered 
per internal customer Set. The research may be as Specific as 
the application requires; for instance, the internal manufac 
turing Set may be further broken down between manufac 
turers in the U.S., China, etc., and further to specific manu 
facturing facilities. 

Quantitative research facilitates the assignment of a 
numerical value on desired outcomes and customer Sets 
which allows the user to objectively Select a strategy in areas 
of opportunity. Opportunity can be discovered by quantify 
ing which desired outcomes are most important and least 
Satisfied relative to a particular customer Set. Once desired 
outcomes have been established for targeted internal and 
external customer Sets, quantitative research is conducted to 
quantify the importance of each desired outcome for each 
target customer Segment. In the preferred embodiment, the 
invention processes the quantitative research to establish the 
importance and Satisfaction level of each desired outcome 
according to each market Segment. 

Different Segments of a particular customer Set may place 
varying levels of importance on a common desired outcome. 
Likewise, different Segments of a particular customer Set 
each may consider that a common desired outcome is 
currently Satisfied to differing degrees. Accordingly, for each 
customer Set Segment, data is Stored in the computer data 
base. 

The resulting quantified information establishes the 
importance and Satisfaction ratings of the desired outcomes 
with values that can be changed and used in calculations to 
arrive at a strategy. Desired outcomes which are important 
and yet unsatisfied are assigned a high rank. Those desired 
outcomes which are not important and/or Satisfied are 
assigned a low rank. Once the desired outcomes are estab 
lished and quantified, they are organized in the computer 
database in predetermined memory locations and are retriev 
able by the user. A data input capability allows for the 
expansion of this database. 
The Second Set of factors central to the instant process 

includes predictive metrics. A predictive metric is a param 
eter that can be measured and controlled by the individual or 
organization responsible for Satisfying the desired outcomes. 
A predictive metric is 100 percent predictive of the satis 
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faction of a corresponding desired outcome. As a parameter 
it can be tested and benchmarked. It is a proactive metric that 
is independent of any Solution or technology and is also 
Stable over time. Predictive metrics are designed to ensure 
the Solutions and actions produce the desired result. 

The present invention contemplates the establishment of 
a finite Set of predictive metrics for a given application. A 
Single predictive metric is defined for each desired outcome 
identified by the aforementioned qualitative and quantitative 
research. Predictive metrics are also formulated by market or 
industry research, and, once formulated, are organized in the 
computer database in predetermined memory locations. A 
data input capability allows for the expansion of this data 
base. 

Improvements in goods and Services, and the formulation 
of business Strategies and optimal decisions, rely on an 
understanding of the relationship between the predictive 
metrics and the desired outcomes. Certain predictive metrics 
drive the delivery of a disproportionate share of value. This 
occurs when one metric predicts the Satisfaction of multiple, 
important desired outcomes. For instance, predictive metrics 
A will absolutely predicts desired outcome A, but may also 
satisfy desired outcome B and C with 80 percent and 70 
percent probability, respectively. Conversely, other metrics 
may predict the Satisfaction of only one relatively unimpor 
tant desired outcome. Therefore, it is critical that the metrics 
with the most Synergy are used as a criteria to choose 
between alternative Solutions. Establishing these relation 
shipS utilizing Statistically valid data obtained through mar 
ket research is a principal function of the present invention. 
The ability to: (1) identify customer desired outcomes; (2) 

rank Said desired outcomes in terms of importance and 
Satisfaction; (3) identify corresponding predictive metrics; 
and (4) establish the relationship between the predictive 
metrics and the customer desired outcomes by matrix analy 
sis is a process accomplished by the code of the instant 
invention and one that is too complex for the human mind 
to process, given the large number of variables be consid 
ered. Accordingly, a functional computer Software shell is 
provided for processing the input contained in one or more 
databases to determine the normalized relationships between 
the customer desired outcomes and the predictive metrics. 
The Software shell contains all necessary Software routines 
for conducting the matrix analysis, as illustrated in the 
Figures, to determine the relationships between the predic 
tive metrics and the customer desired outcomes. The result 
ing output identifies the predictive metricS that predict the 
Satisfaction of a disproportionate share of value as defined 
by the desired outcomes. It is important to note that a 
predictive metric may predict the Satisfaction of a particular 
desired outcome, either totally or partially. Accordingly, a 
metric which partially predicts Satisfaction of Several impor 
tant and unsatisfied desired outcomes will typically achieve 
a ranking higher than a metric which totally predicts Satis 
faction of a single unimportant, or highly Satisfied, desired 
outcome. Likewise, a metric that predicts total Satisfaction 
of one highly important desired outcome and predicts partial 
Satisfaction of other desired outcomes may achieve a rank 
ing higher than a metric that predicts total Satisfaction of a 
number of non-important desired outcomes. 

The functional computer shell of the invention is capable 
of analyzing data for any application depending on the input 
contained in the desired outcome and predictive metric 
database(s). This adaptability of the present Software inven 
tion to any application for which Statistically valid research 
may be obtained is a principal object of the invention. 

The instant invention provides a tool for Strategy evalu 
ation and optimization that is adaptable to countleSS appli 
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12 
cations. Based on factors that are of particular importance to 
an individual, the present invention can also be used to 
define personal Strategy, help Someone determine whether to 
make a major purchase Such as a boat, to Select the model 
of boat that will best suit a person's lifestyle, or to help one 
choose a career path. 

In addition, the present invention can be used to define 
busineSS Strategy, develop new and improved products, 
identify marketing channels, and identify product features 
that will deliver the most value to the customer. As each of 
the aforementioned applications potentially require the con 
sideration of many more factors than can be processed by the 
human mind, the present invention provides an improved 
means for Strategy evaluation and decision optimization. 

In accordance with these and other objects which will 
become apparent hereinafter, the instant invention will now 
be described with particular reference to the accompanying 
drawings. 

BRIEF DESCRIPTION OF THE DRAWINGS 

FIG. 1 depicts the Mission Selection screen of the present 
invention. 

FIG. 2 depicts a screen illustrating a flow-chart for the 
mission Selected. 
FIG.3 depicts a Screen for allowing the user to Select and 

assign Scaled weighing to internal and external customer 
SetS. 

FIG. 4 depicts a Screen for allowing the user to Set a target 
Satisfaction value for each desired outcome. 

FIG. 5 depicts a screen which displays desired outcomes 
listed in order of importance. 

FIG. 6 depicts a Screen which displays predictive metrics 
prioritized with respect to the desired outcomes. 

FIG. 7 depicts a Screen capable of displaying detailed 
information about a specific predictive metric. 

FIG. 8 depicts a screen for allowing the user to define 
various options for evaluation. 

FIG. 9 depicts a screen for defining a baseline option 
against which all others will be compared. 

FIG. 10 depicts a Screen for evaluating Specific options 
relative to the baseline option. 

FIG. 11 depicts a Screen for displaying the results indi 
cating the degree to which Specific options Satisfy desired 
OutCOmeS. 

FIG. 12 depicts a Screen for allowing the user to improve 
various options. 

FIG. 13 depicts a Screen for allowing the user to Set target 
dates for achieving desired results. 

FIG. 14 is a basic system level logic diagram for the 
instant invention. 

FIG. 15 is a detailed system level logic diagram for the 
instant invention. 

FIG. 16 is a basic code level flowlogic diagram of the 
instant invention. 

FIG. 17 is a detailed code level flow logic diagram of the 
instant invention. 

FIG. 18 is a state transition diagram of the instant inven 
tion illustrating the menu Selectable options. 

FIGS. 19a and 19b represent actual data including desired 
outcomes and unprioritized predictive metricS in connection 
with an internal customer Segment (management) and the 
process of doing business. 

FIGS. 20a and 20b represent the data of FIG. 19 wherein 
the predictive metrics are prioritized in terms of importance 
and Satisfaction. 
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FIG. 21 is a listing of the predictive metrics of FIG. 20 
prioritized and ranked in terms of normalized importance. 

FIGS. 22a and 22b represent an evaluation of competing 
Strategies using the prioritized predictive metrics of FIGS. 
19 and 20. 

FIGS. 23a and 23b represent the establishment of yearly 
goals in connection with the prioritized predictive metrics. 

DESCRIPTION OF THE PREFERRED 
EMBODIMENTS 

With reference to the drawings, FIGS. 1-18a-c depict the 
preferred embodiment of the instant invention, which is 
generally referenced by numeral 100. The software of the 
present invention for implementing the process for Strategy 
evaluation and optimization has been designed and imple 
mented on a personal computer System, however, other 
computer Systems can also be used to implement the pro 
ceSS. The process is hardware and code independent and is, 
therefore, illustrated in flow chart and example form to 
provide a full understanding of the invention. The System 
and code logic of the invention 10 is shown in general form 
in FIGS. 14–18. Referring to FIG. 17, the flow chart of the 
Software is generally referenced by numeral 200. With 
reference to FIG. 18, a state transition diagram 300 is shown, 
illustrating the menu driven features of the instant invention. 
In the State transition diagram 300, the user may exercise a 
number of options as shown. 

The computer program of the present invention is loaded 
into the hard disk, RAM, or other memory means of a 
computer from a floppy disk, diskette, CD-ROM, or other 
Storage means. Instructional materials and operational 
manuals are provided to assist the user during installation. 
Once installed, the computer program is booted-up by 
execution of the appropriate commands. 

The computer program includes two functionally different 
components: (1) a database input loader allows for input and 
Storage of data for use in evaluating Specific Strategies for 
expanding the applications database, and (2) a functional 
shell includes the necessary routines for accessing the data 
and conducting the mathematics and matrix analysis neces 
Sary for Strategy evaluation. The incorporation of an input 
module and a functional shell is critical for the conformance 
of the Software invention to any application for which 
Suitable research data exists, or for user entry of personal 
preferences or desires. The instant invention provides a 
Software design comprising, a means for receiving data, a 
means for Storing the data in predetermined distinguishable 
memory locations, means for accessing data, based on user 
impacts, user interface means, and means for processing 
data including means for performing matrix analysis 
between Selected data, means for assigning predetermined 
values to Selected data, and means for arriving at a final 
decision or Strategy value based on Software operated cal 
culations. 

The computer program is delivered to the user having 
desired outcome and predictive metric data pre-loaded. An 
example of desired outcomes and predictive metricS may be 
found in the Figures. The weighted numerical values 
assigned to the desired outcomes and predictive metrics are 
based on deployment normalization calculations as 
described in International TechneGroup Inc.'s paper entitled 
“Deployment Normalization” by Dilworth Lyman and Rob 
ert Hales, the content of which is incorporated herein by 
reference. While such calculations may be known, the 
instant invention makes it available in a modified, user 
friendly computer based format and incorporates novel 
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14 
methods of Sorting and dividing the acquired data. Research 
must be complete with results quantified and loaded into the 
proper application database memory locations before deliv 
ery to the ultimate user. The following description explains 
the research and methodology for a given application. 

I. ESTABLISHING AND QUANTIFYING 
DESIRED OUTCOMES 

Initially, the present invention contemplates the identifi 
cation of a finite Set of customer desired outcomes for a 
given application. Specifically, for each specific application, 
or mission, identified for evaluation and optimization, quali 
tative research is conducted and information is gathered and 
quantified. 
A. PRIMARY CUSTOMER SETS 
The commercial embodiment of the process is structured 

around understanding the desired outcomes of typically two 
primary customer Sets: (1) the external customer; and (2) the 
internal customer. External customers comprise individuals 
or groups that will benefit from the evolution of a given 
process, and may include end users, purchasers, retailers, or 
any other Suitable customer group. Internal customers com 
prise individuals or groups involved in the business of 
evolving the process, and may include manufacturers, 
investors, management, or any other Suitable group. 

In the commercial embodiment of the instant example, the 
internal and external customer environments are analyzed, 
utilizing Statistically valid research techniques, to determine 
and quantify what the external customers value. This 
research involves gathering customer desired outcomes 
from a Sample of individuals that represent the potential 
target market for various market Segments. The following 
description will refer to a typical commercial example 
whereby the application relates to the development of a 
“commercial product.” It should be recognized, however, 
that the following example is not limiting, as a principal 
aspect of the present invention is the adaptability of the 
Software for any application. 

1. EXTERNAL CUSTOMERS 
The external customer Sets for a specific commercial 

product are identified and qualitative research is conducted, 
typically through interviews (e.g. customers in the U.S. 
market, customers in the European market, etc.). In this 
manner, external customer desired outcomes are determined 
for each external customer Set. Quantitative market research 
then establishes what Specific desired outcomes are impor 
tant to each Specific customer Set as customers in the United 
States may value particular benefits or desired outcomes 
differently than customers in Europe, Canada, etc. 
The quantitative market research is conducted through 

interviews with a representative Sample of the target market. 
The external customers are often “end users' and individuals 
responsible for making the decision to purchase the 
organization,S products or Services. This Statistically valid 
research is conducted by data collection experts using 
telephone, personal interviews or any other Suitable tech 
niques. 
The research is completed acroSS a geographic area of 

interest and the organization is not identified as the Sponsor 
of the Study. The most advanced, proven collection and 
Scaling techniques are used to ensure data validity and 
Strong discrimination. Furthermore, as discussed above, 
each market may be further segmented geographically (e.g. 
customers in the U.S., the Southern U.S., Florida, South 
Florida, etc.) or by any Suitable means including the use of 
advanced cluster analysis techniques where the basis for 
Segmentation is the customers desired outcomes. The market 
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may be segmented by what different customers value. Using 
customer desired outcomes as the basis for Segmentation 
enables an organization to assess market opportunity with 
precision, and design products and Services that address 
unique market needs. The results of the Segmentation analy 
sis often reveal the existence of Segments that cut acroSS 
traditional classification Schemes. Each of these Segments 
represents a new market opportunity. The computer program 
using the instant process will then utilize this information to 
allow the user to identify the most attractive Segments to 
target. 
An example of actual desired outcomes is shown in FIG. 

19 (left hand column) for the internal customer of manage 
ment Set in connection with the mission of the process of 
doing business. 

For each market Segment for which research data is 
obtained, that data is quantified and prioritized. For 
example, the desired outcomes identified for a particular 
market Segment are ranked in terms of those desired out 
comes that are important yet unsatisfied being assigned a 
high rank, while those desired outcomes that are non 
important and/or Satisfied being assigned a low rank. 
An example of desired outcomes ranked in terms of 

importance and satisfaction shown in FIG. 20 wherein the 
desired outcomes shown in FIG. 19 have been ranked in 
terms of importance and Satisfaction as described above. 

2. INTERNAL CUSTOMERS 
In the commercial embodiment, the internal customer 

environment is also analyzed for use by the instant inven 
tion. The internal customer may comprise Stakeholders (e.g. 
investors), management, production, etc. An internal cus 
tomer is an individual or group involved in the business of 
evolving a proceSS. 

For example, a Stakeholder may include a manager, 
non-manager, designer, Sales perSon, board member, or 
investor. The Stakeholder environment is analyzed to 
uncover and evaluate Stakeholder desired outcomes in con 
nection with a product or Service. The Stakeholder's out 
comes may be Strategic in nature or involve cost, quality or 
timing issues. The objective is to ensure that the Selected 
product or service delivers value to the stakeholder as well 
as the external customer. AS with the external customer, the 
Stakeholder environment may also be segmented. 

First, representatives from each function within the orga 
nization are interviewed to uncover their desired outcomes 
utilizing NLP techniques. These outcomes are captured and 
prepared for quantification. The desired outcomes are then 
prioritized for importance by representatives of each func 
tional organization as previously described in accordance 
with Satisfaction and importance levels. 

Likewise, internal customerS Such as production may be 
included in the research. Production is analyzed to insure the 
resulting product or Service can be manufactured or deliv 
ered. Using NLP, desired outcomes are captured from the 
individuals responsible for the delivery of the resulting 
product or Service. The objective of this analysis is to ensure 
that production and delivery is considered in the planning 
phase of the project, and that the solution will be free from 
production or delivery issues. The desired outcomes 
obtained are prioritized for importance by representatives of 
the production or delivery organization. 

Production desired outcomes are considered in conjunc 
tion with external customer desired outcomes, however, 
external customer outcomes are often given more weight. 
The ultimate goal is to create a concept that delivers value 
to the customer and also Satisfies Stakeholder and production 
desired outcomes. 
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Production environment research may be as Specific as the 

application requires; for instance, the production environ 
ment may be segmented between manufacturers in the U.S., 
China, etc., and further Segmented to specific manufacturing 
facilities in each country. 
The desired outcomes from the above-referenced cus 

tomer Sets are quantified to establish importance ratings of 
the desired outcomes whereby those desired outcomes 
which are important yet unsatisfied are assigned a high rank, 
while those desired outcomes which are not important 
and/or Satisfied are assigned a low rank. Once the desired 
outcomes are established and ranked, they are organized into 
a computer database which is pre-loaded into the computer 
memory, or Stored on a data Storage means before delivery 
to the user. See FIGS. 19 and 20. 

II. PREDICTIVE METRICS 

The present invention further contemplates the establish 
ment of a finite Set of predictive metricS for a given 
application. Predictive metricS are measurable parameters 
that predict a desired outcome will occur. A Single predictive 
metric is defined for each desired outcome; however, as each 
metric may predict, to Some extent, the Satisfaction of more 
than one desired outcome, each metric is assigned a predic 
tive relationship value for each desired outcome depending 
upon the degree with which that metric predicts Satisfaction 
of that particular desired outcome. Accordingly, each pre 
dictive metric is also assigned a cumulative predictive value 
which represents the Strength of the predictive metric with 
respect to the degree to which the predictive metric predicts 
Satisfaction of all of the prioritized desired outcomes. 
The predictive metrics are formulated by market or indus 

try research, and, once formulated, are organized into a 
computer database. Once collected and organized, the data 
is loaded into the Software prior to delivery to the user. FIG. 
19 illustrates actual data wherein desired outcomes are listed 
down the left hand column (nos. 1-26) and corresponding 
predictive metrics are listed from left to right across the top 
(nos. 1-26). This data was obtained for an internal customer 
Set (management) in connection with a mission involving 
the process of business. Note as seen in FIG. 19 for each 
desired outcome there is a corresponding predictive metric 
established which strongly predicts (strength of prediction 
indicated by solid circle) delivery of the desired outcome. In 
addition each metric is assigned a predictive value relative 
to each desired outcome. In the data shown in FIG. 19 the 
ability of each predictive metric to predict the Success of 
each desired outcome is indicated by Strong, moderate, and 
weak indicators which are graphically represented by a Solid 
circle, a circle, and a triangle respectively, which correspond 
to numerical values (9, 3, and 1, respectively). Turning now 
to FIG. 20, the prioritizing of desired outcomes in terms of 
importance and Satisfaction results in the realignment of 
predictive metrics in terms of normalized importance. 
Accordingly, those desired outcomes which are important 
and unsatisfied are highly ranked, while those desired out 
comes that are unimportant and/or currently Satisfied are 
ranked low; and, predictive metricS are realigned Such that 
those metricS which Strongly predict the delivery of one or 
more highly ranked desired outcomes are found to the left 
hand side of FIG. 20 (high normalized importance), while 
those predictive metrics which predict delivery of relatively 
low ranked desired outcomes are found to the right hand Side 
of FIG. 20 (low normalized importance). 
With reference to FIG. 14, the basic system of the instant 

invention is shown. The basic system level logic for the 
creation and optimization of Solutions and Strategies com 
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prises a user interface, a computer interface or input device 
102, a data storage device 104 with software program, 
memory and CPU 106 to present and process data, and a 
visual display 108. The user is to access the software using 
established computer technologies. The data in the Software 
has the properties of digital information in that it can be 
Stored, transferred, updated, modified, presented and applied 
using existing and future digital, computer and networking 
technologies. A more detailed system is shown in FIG. 15. 
Referring to FIG. 15, the data storage device stores the 
Software and data as generally shown in the attached blockS 
1-18. The mechanism blocks 127-138 shown are essentially 
the Subroutines which manipulate the Stored data in accor 
dance with user inputs. The data is Stored in locations 
represented by blocks 121-126. 

Turning now to FIGS. 1-14, and by way of the following 
example, based on an embodiment directed toward busineSS 
Strategies, operation of the Software of the instant invention 
shall be described. 
B. SOFTWARE OPERATION 

Referring to FIG. 16, the basic code level for the creation 
and optimization of Solutions and Strategies is shown in 
accordance with the instant invention. The detailed System 
logic is illustrated in FIG. 17. The objective of the code level 
logic is to present the user with the data that is required to 
create and quantify the value of a proposed Solution in 
advance of its actual implementation, and to insure that the 
chosen Solution is not only competitive, but that it does not 
Violate any constraints imposed by the user or others. 

The logic is to Set up an equation that can be Solved to find 
the optimal solution for any point in time. With reference to 
FIG. 16, the constraints, desired outcomes, and target values 
are treated as constants in this equation and the universe of 
Solutions is treated as a variable as new Solutions are made 
available over time with the introduction of new ideas, 
technologies, and alternatives. 

Given that hundreds of possible Solutions, ideas, and 
alternatives exist for any Strategic Situation, the user is 
guided to find, define, create, or invent the Solution that will 
best satisfy the desired outcomes of those involved in that 
situation. The optimal solution is the one that will deliver the 
most value given the effort, risk, and cost that the user is 
Willing to expend. 
As depicted in FIG. 1, Screen 1: The first screen display 

allows the user to Select among a number of Specific Subjects 
and Specific missions or applications to be analyzed. For 
example, developing a new or improved product, Such as a 
two-way portable radio concept. The user Selects the desired 
Subject of interest and a mission from the Subset of Specific 
missions for which research data exists by using an input 
Selection means Such as a computer mouse, or keyboard. The 
computer program allows for a plurality of independent 
Subjects and missions to be Stored. The database of Stored 
Subjects and missions, thus, may be expanded and expansion 
is only limited by data Storage capabilities. Furthermore, as 
will Soon be apparent the computer program allows the user 
to Store the results of various Studies, accordingly, the user 
can maintain a library of Studies, each giving emphasis to 
Specific goals, and each predicting that a particular device 
will best Satisfy the goals identified and Selectively weighted 
by the user, as further discussed below. In this example, the 
development of an improved two-way portable radio con 
cept is Selected. 

Referring to FIG. 2, Screen 2: The second screen display 
2 indicates the particular mission that the user has Selected 
(e.g. Create/Evaluate Complete Two-Way Portable Radio). 
Each study may be named using alpha-numeric indicia (e.g. 
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Study 1, Study 2, or device with feature A, features A and C, 
etc.), and a detailed description of this study may be input 
and Stored. A flow-chart “roadmap' of the process, as it 
applies to the Specific application, highlights the user's 
progreSS and may be incorporated into one or more of the 
display screens. The flow chart is illustrated in FIG. 2. A 
more detailed flow diagram is depicted in FIG. 17. 

Referring to FIG. 3, Screen 3, the third screen display 3 
lists Internal and External customer Sets for user Selection 
and importance weighing. 
For example: 

External Customers: (1) Canadian End Users; 
(2) Canadian Purchasing Agents; 
(3) U.S. End Users; 
(4) U.S. Purchasing Agents; etc. 

Internal Customers 

Stakeholders: (1) Long Term Investors 
(2) Short Term Investors 
(3) Management 
(4) Bond Holders; etc. 

Production: (1) U.S. Manufacturing Facilities 
(2) U.S. Manufacturing Facility No. 1 
(3) U.S. Manufacturing Facility No. 2 
(4) Korean Manufacturers 
(5) Korean Manufacturing Facility No. 1; etc. 

AS previously discussed, the user may now Select between 
Segments of each customer Set. For example, the user may 
desire to analyze the development of the improved product 
in connection with the following customer Set or market 
Segments: 

CUSTOMER SET SEGMENT 

EXTERNAL CUSTOMER SET: 
INTERNAL CUSTOMER SET: 
INTERNAL CUSTOMER SET: 

CANADIAN END USERS 
LONG TERMINVESTORS 
U.S. MANUFACTURING 
FACILITY NO.1 

In the alternative, the user may Select to analyze the devel 
opment of the improved product in connection with the 
following customer Segments: 

CUSTOMER SET SEGMENT 

EXTERNAL CUSTOMER SET: 
INTERNAL CUSTOMER SET: 
INTERNAL CUSTOMER SET: 

CANADIAN END USERS 
MANAGEMENT 
KOREAN MANUFACTURERS 

AS previously discussed, for each customer Segment above, 
qualitative and quantitative research has established and 
prioritized desired outcomes, which data is Stored in a 
computer database. Furthermore, for each customer Set, 
predictive metricS have been formulated corresponding to 
the desired outcomes, which data may also be Stored in a 
computer database, or any other Suitable data Storage means. 
As further depicted in FIG. 3, once the user has selected 

the particular customer Set for analysis, an importance rating 
is assigned to each customer Set to weigh the analysis in 
favor of, or against, one or more customer Sets. In the 
preferred embodiment, importance ratings for each customer 
set are scaled (e.g. from 0 to 10, or 0 to 100) such that the 
Sum total for all customer Sets equals the range maximum 
(i.e. 10 or 100). Thus, with all else being equal, increasing 
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the importance rating for a given customer Set requires 
decreasing the importance rating for one or more other 
customer Sets. The user assigns Said customer Set importance 
ratings by appropriate commands through a Suitable input 
device (e.g. mouse, keyboard, etc.). The computer program 
may also include default values for the importance ratings. 
Thus, for example the user may elect to assign importance 
ratings as follows: 

CUSTOMER SET SEGMENT IMPORTANCE 

EXTERNAL CANADAN 6 
CUSTOMER SET END USERS 
INTERNAL MANAGEMENT 1. 
CUSTOMER SET: 
INTERNAL KOREAN 3 
CUSTOMER SET: MANUFACTURERS 

In a preferred embodiment, importance ratings are assigned 
by the user by adjustment of displayed sliding Scales which 
are responsive to keyboard commands, or the commands of 
a computer mouse, or any other Suitable input means. 
Accordingly, each customer Set is weighted according to 
relative emphasis, and the user is able to increase/decrease 
the consideration importance, or weight, by adjusting Slider 
displays by way of input commands. Customer Sets assigned 
a value greater than Zero are evaluated further, while cus 
tomer Sets assigned a Zero value are not utilized in further 
proceSS calculations. The sliders may each have a corre 
sponding range from 0 to 10, and calculation routines 
automatically determine and display the relative rank of 
each customer Set based on the weight Selected by the user. 

Furthermore, secondary screens (not shown) may be 
displayed which provide more detailed information concern 
ing a particular customer Set Such as the exact make-up or 
other information that may be of interest to the user. Once 
the ratings are established the user continues the process by 
selecting a “done” button whereby the flowchart disclosed in 
FIG.2 may be displayed indicating the Stage of the proceSS 
completed. 

Referring to FIG. 4, Screen 4, the fourth screen 4 allows 
the user to review the Subset of desired outcomes associated 
with each Selected market Segment of each customer Set that 
has been assigned a positive or importance rating on Screen 
3. This Screen provides a display comprising a Sorted list of 
the desired outcomes prioritized using the following for 
mula: 

PRIORITY=(IMPORTANCE-SATISFACTION)+IMPORTANCE 
While the formula disclosed directly above is contemplated 
in the preferred embodiment, it may be desirable, in certain 
applications to prioritize desired outcomes based on pure 
importance or dissatisfaction. 

It is important to note that, as to the desired outcomes, 
Importance and Satisfaction ratings result from the qualita 
tive and quantitative market research. Accordingly, priority 
ranking is automatic. (See, e.g. FIG. 20 wherein desired 
outcomes are ranked down the left hand column). The above 
referenced formula results in increasing the priority of those 
desired outcomes which the customer Segment considered 
unsatisfied, while decreasing the priority of those desired 
outcomes the customer Segment considerS Satisfied or non 
important. A print option allows the user to obtain a hard 
copy printout for review and evaluation. The user may 
advance to the next Screen by Signaling a "done' input. 
Upon completion of this Screen the main window of Screen 
2 is displayed indicating the Stage of the process completed. 
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In an alternate embodiment directed to personal Strategies 

it may be desirable to enable the user to input importance 
and Satisfaction ratings as they relate Specifically to the user. 
For example, in connection with a personal growth category 
there may be as a Desired Outcome-“Understand Yourself 
Relative to Others.” The user then selects the importance of 
“Understanding himself relative to others” and the current 
level of Satisfaction by use of adjustable Slider displays as 
previously discussed. AS the user Selects and adjusts the 
importance of each desired outcome, the Software automati 
cally calculates, updates, ranks, and displays the most 
important and least Satisfied personal desired outcomes. 
Thus, the user is able to prioritize his/her desired outcomes 
consistently. The user advances between desired outcomes 
using next desired outcome/previous desired outcome input 
options. Upon completion of this Screen the flowchart Screen 
is displayed indicating the Stage of the process attained. 

In the commercial embodiment it is not always desirable 
to allow the user to adjust the importance/satisfaction ratings 
assigned to desired outcomes as these values are the result 
of quantitative market research, and, hence, what is impor 
tant to the Software user is of no significance. 

Referring to FIG. 5, Screen 5, the fifth screen 5 displays 
the desired outcomes (identified as requirements in FIG. 5) 
for all of the selected customer sets in Sorted order of 
importance of consideration taking into account the weigh 
ing assigned to each customer Set. 

Referring to FIG. 6, the sixth screen 6 relates to the 
Specific metrics that predict Satisfaction of the user's desired 
outcomes ranked in order of normalized importance. The 
metrics list is displayed in prioritized and Sorted order. The 
prioritization is calculated using the proportional distribu 
tion method NORMTI using the calculated importance of 
the desired outcomes. Accordingly, the predictive metrics 
are listed in order of importance of consideration for evalu 
ating options taking into account the calculated importance 
of desired outcomes. In essence, those metricS which yield 
a disproportionate share of customer desired outcomes (i.e. 
those metrics which Satisfy important customer desired 
outcomes) are assigned a high priority, while those metrics 
which yield a relatively low share of customer Satisfaction 
(i.e. those metrics which only partially satisfy one or more 
customer desired outcomes of little importance) are assigned 
a low priority. (See, also FIGS. 20 through 23). 

This Screen includes options that allow the user to review 
a detailed description of each of the metrics, however, the 
user does not have the ability to adjust the ranking of the 
metrics directly as the metrics are prioritized depending 
upon the desired outcomes prioritization. Upon completion 
of this Screen the flowchart Screen may be displayed indi 
cating the Stage of the proceSS completed. 

Referring to FIG. 7, Screen 7 is a secondary screen 
displayed if the user desires more detailed information about 
one or more metrics. The detailed information normally 
would appear in the box identified as “metric description.” 
Screen 7 is optional and is reached only when the option is 
selected from screen 6. The user has the ability to select any 
and all of the metrics for Such detailed review. When the user 
has finished reviewing detailed metric descriptions, the 
program returns to Screen 6. 

Referring to FIG. 8, Screen 8 is identified as an options 
Screen. In this Screen, the user defines one or more options 
that are available. The screen allows for each option to be 
defined or otherwise described in detail and identified by a 
Short option title. A Spell check feature assists the user in 
producing error free option descriptions. Upon completion 
of this Screen the flowchart may be displayed indicating the 
Stage of the proceSS attained. 
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Referring to FIG. 9, Screen 9 allows the user to compare 
all of the options previously defined in order to determine 
which would best satisfy the user's desired outcomes. The 
user Selects what is considered to be the best option available 
as a baseline option against which all others will be com 
pared. This Screen also includes an option for allowing the 
user to evaluate options using a percentage of the predictive 
metrics. This is desirable as a relatively Small percentage of 
the predictive metricS predict the Satisfaction of most desired 
outcomes. (See, e.g. FIG. 21, wherein the top nine of the 
twenty-six metrics predict satisfaction of over half of the 
desired outcomes based on normalized importance). 

Referring to FIG. 10, Screen 10 allows the user to select 
each option analyzed in turn, and then, compare a Selected 
option to the baseline option to determine which option is 
best. The Scale is: Better than baseline, Worse than baseline, 
or equal to baseline. Thus, for each option, the user com 
pares each option to the predictive metrics from the priori 
tized predictive metric list for the purpose of evaluating how 
the option under evaluation compares to the base option. For 
example, if the option under evaluation (option 1) increases 
the percent of time the device can access the desired receiver 
(prioritized predictive metric 1) better than the baseline 
option, the user enters that indication using a Suitable input 
device in the option rating column. Upon completion, the 
flowchart Screen may be displayed for informing the user of 
the Stage of the process attained. 

Referring to FIG. 11, Screen 11 displays the results 
indicating the relative ratings of the various options. The 
options are Sorted based upon the Sum of their ratings against 
each of the metrics and biased by the relative importance of 
each metric. A positive rating indicates that a particular 
option is better than the baseline option selected. The user is 
encouraged to re-evaluate using different baseline options 
and to refine options by either adding new options or 
modifying the options currently defined as shown in Screen 
12 below. 

In FIG. 12, Screen 12 displays a selected option and a 
Summary of that options Strengths and weaknesses. This 
Screen allows the user to critically review all options thereby 
identifying Specific Strengths and weaknesses and create 
new options by combining Strengths found in other options 
and eliminating identified weaknesses. 

Referring to FIG. 13, Screen 13 allows the user to define 
the actions necessary to implement the decision that has 
been recommended. For each action, the user is able to Set 
a target date for completion. 
AS is now apparent, the instant invention provides a 

means for optimizing Strategic decisions by evaluating as 
many factors as exists desired outcomes and predictive 
metric data. Use of the instant method enables customer 
driven decisions, and accounts for many more factors than 
can possibly be considered by the human mind. Use of the 
instant method harnesses the power of the computer to 
analyze these factors to provide Statistically valid Strategy 
optimization. 

Additional Screens (not shown) provide a means for 
inputting desired outcomes and predictive metrics using the 
database input loader portion of the computer program. 

For example, an additional Screen (not shown) controls 
the database input loader ("loader”) for expanding the 
number and type of studies evaluated by the functional shell. 
This screen allows for the selection of several input fields 
including: Studies, customer Sets, desired outcomes, and 
predictive metrics. 

Selecting the “input studies' option allows the user to 
input Study names and corresponding categories in outline 
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form. The categories entered form the titles of the lists on 
Screen 1. After all the desired studies have been defined the 
user selects the “done' button. 

Selecting the "input customer Sets' option allows the user 
to input data relating to new internal and external customer 
Sets (e.g. South American End Users, South American 
Manufacturing, etc.) for prioritizing. After the new customer 
sets have been defined the user selects the "done” button. 

Selecting the "input desired outcomes' option allows the 
user to input desired outcomes which correspond to each of 
the categories defined. After all the desired outcomes have 
been defined the user selects the “done' button. 

Selecting the “input predictive metrics' option allows the 
user to input all of the metrics used to predict Satisfaction of 
all of the desired outcomes previously input. In addition, a 
detailed description of each metric may also be entered. 
After all the metrics have been defined the user selects the 
“done' button. 
The instant invention has been shown and described 

herein in what is considered to be the most practical and 
preferred embodiment. It is recognized, however, that depar 
tures may be made therefrom within the scope of the 
invention and that obvious modifications will occur to a 
person skilled in the art. 

For example, an embodiment directed to optimization of 
"personal,” as opposed to “business, Strategies is contem 
plated wherein the user identifies and ranks desired out 
comes as to those outcomes that are important to him/her 
personally. This embodiment may combine desired out 
comes and predictive metric factors obtained through market 
research and through the individual users input. 
Accordingly, the Software may be customized by the indi 
Vidual user to optimize perSonal Strategies by factoring in 
outcomes and metrics established and ranked by the indi 
vidual as well as outcomes and metricS established by 
Statistically valid research. 
With reference to FIG. 17, a summary of the software 

logic and Steps the user goes through is shown. These steps 
may be generally characterized by the reference numeral 
200. First, the user accesses the Software 201. The user is 
then asked if the user wants to access a completed Study 202. 
If the user wants to access a completed Study, the user opens 
an existing file 203. If not, the user selects a subject of 
interest and a specific mission from stored listing 204. Next, 
the user selects from a stored list which “customer sets” will 
be considered when evaluating and/or creating the Solutions/ 
strategy 205, after which, the user selects whether to order 
the Stored desired outcomes by importance, dissatisfaction, 
or opportunity 206. In block 207, the user rates the impor 
tance of the relevant desired outcomes personally or Selects, 
from a stored database, the importance ratings placed on 
those desired outcomes by individuals, Segments, or popu 
lations previously interviewed using Statistically valid, 
quantitative research methods 207. As shown in block 208, 
predictive metrics that were previously created, Synergized, 
and Stored are automatically prioritized by the Software 
given the Selected customer Sets, prioritization algorithm, 
and importance ratings assigned to the outcomes. The user 
is then asked if he/she has a proposed solution (block 209). 
If not, the user is guided to create/document a Solution 
(block 210). If the user has a proposed solution, then he/she 
documents Solutions and constraints. AS a neXt Step, the user 
evaluates each of the documented Solutions against the 
prioritized predictive metrics to determine how much value 
will be created by each solution (block 212). The percent of 
desired outcomes Satisfied by each Solution is automatically 
quantified. This measure of value is presented to the user as 
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the result of the evaluation (block 213). Next, the user 
assesses the feasibility of the top Solutions using cost, risk, 
effort, and other factors (block 214). If the user is satisfied 
with the Solution, the user is presented with a formatted 
Worksheet to prepare and document the proactive plans 
required for implementation and/or continuous improve 
ment. Otherwise, the user is presented with an option to 
systematically improve the best solution (block 217). The 
user is presented with physical principles that enhance 
innovation (block 218). The user documents and stores the 
new Solutions that were enhanced/created using the provided 
techniques (block 219). The user then repeats the steps from 
block 212. 
What is claimed is: 
1. A computer implemented method for optimizing Stra 

tegic options designed to Solve a Selected mission, compris 
ing the following Steps: 

(a) processing data relating to Subject specific desired 
outcomes for at least one predetermined customer Set, 
Said desired outcomes having predetermined prioritized 
ratings, each of Said desired outcomes defining a ben 
efit of value, Said desired outcomes free from any 
Solution or specification, each of Said desired outcomes, 
remaining Stable over time, 

(b) processing data relating to predictive metrics which 
predict Satisfaction of Said desired outcomes, 

(c) evaluating the degree to which each of Said predictive 
metrics predict Satisfaction of each of Said desired 
outcomes for each of Said customer Sets; 

(d) defining Strategic options, each of Said defined Stra 
tegic options designed to Satisfy at least one of Said 
customer desired outcomes, 

(e) comparing each of Said user defined strategic options 
with a user defined baseline Strategic option to deter 
mine which of Said user defined Strategic options best 
predict Satisfaction of each of Said customer desired 
outcomes, and 

(f) presenting the compared user defined strategic options 
to allow the user to determine which of Said user 
defined Strategic options best predict Satisfaction of 
each of Said customer desired outcomes. 

2. The method of claim 1, wherein step (e) includes 
quantifying the degree to which each of Said Strategic 
options Satisfy Said customer desired outcomes by compar 
ing the degree to which each of Said defined Strategic options 
positively or negatively incorporate Said predictive metrics, 
Said quantification means comparing each of Said defined 
Strategic options to Said preselected base line option thereby 
yielding a Strategic option which best Satisfies Said customer 
desired outcomes. 

3. The method of claim 1, further comprising the follow 
ing steps: 

prioritizing each of Said defined Strategic options into Said 
prioritized ratings, and 

creating new Strategic options to compare with previously 
defined Strategic options. 

4. The method of claim 1, further comprising the steps of: 
identifying Specific Strengths and weaknesses of each of 

Said defined Strategic options, and allowing the user to 
create new Strategic options. 

5. The method of claim 1, wherein said data relating to 
Said customer desired outcomes is obtained by the following 
Steps: 

identifying a customer Set, 
interviewing a Statistically representative Sample of indi 

vidual customers from Said customer Set whereby cus 
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tomer desired outcomes, identifying Specific benefits 
that Said customer Set values, are obtained including the 
importance of each of Said desired outcomes and the 
degree to which each of Said desired outcomes is 
currently Satisfied; 

quantifying Said desired outcomes by ranking Said desired 
outcomes in terms of prioritized importance Such that 
desired outcomes identified by Said customer Set as 
important yet unsatisfied are ranked high while out 
comes identified by Said customer Set as unimportant or 
Satisfied are ranked low; and 

Storing Said desired outcomes. 
6. The method of claim 1, wherein said data relating to 

Said metrics which predict Satisfaction of Said customer 
desired outcomes is obtained by a method including the 
following Steps: 

defining a predictive metric for each desired outcome 
identified by Said customer Set, 

establishing relationships between each of Said desired 
outcomes and each of Said predictive metrics by assign 
ing each predictive metric a representative value 
depending upon the degree to which said predictive 
metric predicts Satisfaction of each of Said desired 
outcomes, and 

Storing Said predictive metricS and Said assigned values. 
7. The method of claim 1, further comprising the step of 

Selecting a specific Subject of interest from a plurality of 
Subjects of interest and a specific mission from a plurality of 
missions related to Said Select Subject of interest, Said 
Selected mission being Selected for Strategic evaluation. 

8. The method of claim 1, wherein step (c) comprises 
ranking Said predictive metrics in relation to Said desired 
outcomes utilizing matrix analysis for determining the rela 
tionship between each of Said desired outcomes and each of 
Said predictive metrics for each Selected customer Set to 
identify those predictive metrics which predict the highest 
degree of desired outcome Satisfaction factoring in Said 
predetermined prioritized ratings of Said desired outcomes. 

9. A computer implemented method for finding an optimal 
Solution that will Satisfy Strategic personal and business 
decisions related to a Selected process, comprising the 
following Steps: 

(a) storing data obtained from conducting interviews of a 
Statistically representative Sample of individual cus 
tomers from a plurality of customer Sets in connection 
with Specific processes, Said data comprising a plurality 
of desired outcomes from Said customer Sets, Said 
desired outcomes having predetermined prioritized 
ratings, each of Said desired outcomes defining a ben 
efit of value, Said desired outcomes free from any 
Solution or Specification, each of Said desired outcomes 
remaining Stable over time, each of Said desired out 
comes having an associated importance factor and an 
asSociated Satisfaction factor, Said Satisfaction factor 
indicating the degree to which a corresponding desired 
outcome has been achieved, Said data including a 
plurality of predictive metrics, each of Said predictive 
metricS having a corresponding relationship with each 
of Said desired outcomes, said predictive metricS com 
prising measurable parameters which predict the Satis 
faction of Said desired outcomes, each of Said predic 
tive metrics assigned Scaled indicator for each of Said 
desired outcomes, Said Scaled indicators representing 
the degree to which each predictive metric Satisfies a 
corresponding particular customer desired outcome; 

(b) selecting a specific process to be evaluated for opti 
mization in accordance with Said data; 
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(c) selecting a plurality of customer Sets for evaluation of 
Said Selected process, 

(d) weighting the importance of Said selected customer 
Sets by assigning each of Said Selected customer Sets a 
weighting value; 

(e) ranking Said desired outcomes associated with said 
Selected proceSS and Said Selected and weighted cus 
tomer Sets, whereby Said desired outcome ranking is 
dependent upon Said customer Set weighting values and 
Said importance and Satisfaction factorS Such that 
desired outcomes identified as important yet unsatisfied 
are red higher than desired outcomes identified as 
unimportant or Satisfied; 

(f) prioritizing Said predictive metrics in terms of the 
degree to which Said predictive metrics predict the 
Satisfaction of Said desired outcomes associated with 
Said Selected customer Sets and Said Selected process, 
whereby those predictive metrics which predict Satis 
faction of Said ranked desired outcomes are quantified 
and prioritized; 

(g) defining a plurality of process specific Strategic 
options, each of Said Strategic options designed to 
Satisfy Said customer desired outcomes, 

(h) quantifying the degree to which each of said strategic 
options Satisfy Said customer desired outcomes, and 

(i) presenting the quantified Strategic to allow the user to 
determine which of Said Strategic options best predict 
Satisfaction of each of Said desired outcomes. 

10. A computer implemented method for evaluating and 
optimizing busineSS Strategies in connection with a data 
Storage device containing data obtained from conducting 
interviews of a statistically representative sample of indi 
vidual customers from a plurality of Said discrete customer 
Sets, whereby desired outcomes, identifying benefits that 
each customer Set values, are elicited and Stored in Said data 
Storage device in discrete files corresponding to Said cus 
tomer Sets, each of Said desired outcomes having an assigned 
importance factor and an assigned Satisfaction factor, Said 
desired outcomes having predetermined prioritized ratings, 
Said desired outcomes free from any Solution or 
Specification, each of Said desired outcomes remaining 

15 

25 

35 

40 

26 
Stable over time, Said data Storage device further including 
predictive metrics for each of Said desired outcomes iden 
tified by each of Said customer Sets, Said predictive metrics 
comprising measurable parameters for Satisfying Said 
desired outcomes, each of Said predictive metrics assigned 
Scaled indicators for each of Said desired outcomes, Said 
Scaled indicators representing the degree to which a predic 
tive metric predicts Satisfaction of a particular customer 
desired outcome, Said method comprising the following 
Steps: 

(a) Selecting a plurality of customer Sets for analysis, 
(b) assigning weighting values to said Selected customer 

Sets thereby positively or negatively weighting the 
influence of each of Said Selected customer Sets; 

(c) ranking Said desired outcomes in terms of importance 
and Satisfaction whereby desired outcomes identified as 
important yet unsatisfied are ranked high while desired 
outcomes identified as unimportant or Satisfied are 
ranked low, Said rating being dependent upon Said 
customer Set weighting, 

(d) prioritizing Said predictive metrics, said prioritization 
dependent upon Said cumulative ranking of desired 
outcomes and dependent upon said predictive metric 
scaled indicators whereby the predictive metrics which 
predict Satisfaction of high ranked desired outcomes are 
assigned a high priority while the predictive metrics 
which predict Satisfaction of low ranked dashed out 
comes are assigned a low priority; 

(e) displaying a list of Said predictive metrics prioritized 
in terms of normalized importance relative to Said 
ranked desired outcomes, 

(f) defining a plurality of Strategic options; 
(g) evaluating each of Said defined strategic options in 

terms of the degree to which each defined Strategic 
options Satisfies Said desired outcomes, and 

(h) presenting the evaluated Strategic options to allow the 
user to determine which od Said Strategic options best 
predict Satisfaction of each of Said desired outcomes. 
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